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Finding ways to increase household savings -especially among poor households -has attracted considerable attention from economists. Commitment problems, i.e. the inability to realize future plans due to a lack of self-control, have been identified as a major concern for undersavers. With the right commitment device at hand even poor households in less developed economies can achieve high and sustained levels of savings (Ashraf et al., 2006 , Karlan et al., 2011 , Dupas and Robinson, 2013 . However, the fairly low population shares who are empirically found to be present-biased and sophisticated 1 , i.e. have a demand for commitment, raise the question as to whether self-control is the only behavioral bias relevant in explaining the under-saving of poor households 2 .
In our analysis we focus on the problem of over-and underconfidence about future ability to attain goals. We hypothesize that persuading savers to make more realistic savings goals at the time they formulate them will help them reach their savings goals with a higher likelihood. The paper analyzes whether the success of persuasive messages depends on an individual's behavioral bias: If at onset of a savings period saving goals are chosen with over-or underconfidence, i.e. individuals over-or underestimate their savings potential, individuals might save too little and even stop saving altogether.
Thus, given an individual's characteristics different dis-or encouraging messages might help to achieve the savings goals. The messages encourage some individuals to reconsider the first self-set goal and to choose either a more ambitious or a more cautious goal.
In December 2014 we approached 940 households in rural Ethiopia to determine one most important savings goals. Following, we handed out moneyboxes and randomized five messages. Four of the five messages were persuasive in the sense that they recommended households to save for higher or lower amounts than initially formulated. After receiving the message, farmers could voluntarily adjust their savings goal with respect to the savings amount. The fifth message did not contain a recommendation. Furthermore, we cross-randomize the recommendation to save in a daily or a weekly frequency towards the savings goal. In total, 940 households were randomly assigned to either control or to one of twenty different treatment arms, 32 observations to each treatment arm. A pure control group of 300 individuals received neither moneyboxes nor messages.
In a nutshell, the experimental procedure follows the following steps:
1. We ask respondents to name and explain the most important savings goal they would like to save for.
2. We ask respondents how much they want to save for this goal in the next 8-24 weeks (2-6 months).
3. Depending on the treatment arm (and holding the time period fixed), we read out one of these sentences:
(a) Our experience shows that people are more likely to reach their savings goal if they have higher goal amounts. Do you want to increase the amount of your savings goal to... 4. Given the persuasive message, we asked participants whether they want to adjust their goal amount.
5. Depending on the treatment arm, we recommend to save either in weekly or daily intervals.
6. Then we asked participants to write down the following information on the label of the moneybox: The savings goal (written or drawn), the goal amount in Birr (considering the adjustment after the persuasive message), the savings installment in Birr, whether the savings frequency is weekly or daily and the end date. The goal amount will serve as a reference points for respondents for their savings activities. It was announced that there will be another visit at an unspecified future date.
In partnership with a local microfinance organization and a local university, the University of Moreover, we test whether the individual characteristics of participating households determine their savings performance and whether they differentially benefit from the persuasive message. Thus impact may differ along these characteristics.
